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Abstract

The study examines integrated marketing communication as a sustainable tool for enhancing
customer patronage in the telecommunication industry, using MTN service providers in Horin
South, llorin, Kwara State, Nigeria as the study area. The population of the study comprises
the subscribers of MTN service in Norin South. The study employed the use of primary data
through a self-administered and retrieved questionnaire. Cochran's formula for the
determination of sample size was adopted for the study to arrive at a sample size of 384
respondents. Multiple regression was used to analyze the data gathered and the hypothesis
was tested at 0.05 significant level.

The results of the hypotheses tested reveal that integrated marketing communication elements
that were used have a significant effect on sustainable patronage (fi= 0.447, 0.151, and 0.167
Jor advertising, personal selling, and sales promotion respectively, with an overall
significance of 0.000 which is less than 0.05 alpha level). This connoles that better use of the
integrated marketing communication element will aid sustainable patronage in the
telecommunication industry. It can therefore be concluded that there is a significant effect of
integrated marketing communication elemenis on sustainable patronage in the Nigeria
telecommunication indusiry.

Therefore, it is recommended that the Nigerian telecommunication industry should not relent
in its continvous use of iniegrated marketing communication elements to enhance a
sustainable paironage of their service in this era of toxic competition,

Keywords: Telecommunication industry, Advertising, Personal Selling, Sales Promotion,
Direct Marketing, Customer Patronage.

Introduction

In this competitive cra, several businesses are looking for various avenues to outperform their
competitors in the business world, as so many brands arc competing to gain market share
making promotion to become a more significant tool in reaching target customers. Even the
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telecommunication industry is not left out in their process of sourcing for subscribers by the
reason of the competitive syndrome.

It is not just enough to produce good quality products and think they will sell ttlclnsclvcs;
these products must be communicated in a way o crealc awareness and stimulates a
sustainable patronage in the potential consumers or the consumers of the producl.r:. Any
organization without a sustainable tool that will enhance the patronage and_ ¢ven continuous
patronage of their product may soon fade away from the business world. T hc:cl"ore, the key
actors in the industry are all struggling to sustain their business places with its attendant
scramble in the bid to increase their market shares.

However, the deregulation and liberalization of the Nigerian tclecommunication market have
called for intense competition in the sector. Therefore, customers should be offered
sophisticated products and services to keep the firm at the heart of subscribers. Products and
services should not only be provided to consumers, rather information about such products
and service offerings should be effectively communicated to the consumers. To this end,
effective use of integrated marketing communication elements such as advertising, sales
promotion, public relations, direct marketing, and personal selling will help
telecommunication service providers to provide customers with a better understanding of
how well the products and services will best serve their purpose.

Also, since the last decade, the integrated marketing communications (IMC) concept has
increasingly gained momentum and is been largely regarded as the key differentiating factor
between successful companies that control large market shares and those that don't. Intensive
competition is urging companies to look for new and innovative ways not only to gain market
share as has been the case but to retain what they already have. IMC has therefore recently
played a very pivotal role in marketing management issues, and is ranked as a top pillar in
developing a company's marketing strategy. Effective strategies focus on the successful
development of integration of marketing communications tools (e.g. advertising, public
relations, direct marketing, sales promotion, and personnel sclling) to optimize the
communications impact on target consumers (Kotler, 2006).

Integrated marketing is a strategy whereby companies deliver a unified, holistic message
across all marketing channels at their disposal to achieve communication consistency and
maximum communication impact on the target audience capable of ensuring the realization
of organizational communication objectives (Seric, Gil-Saura & Ozretié-Dosen, 2015). It is
the integration, coordination, and utilization of promotional mix clements and other
marketing strategies by companies to disseminate coherent, consistent, harmonized, and
synchronized information to their target audiences to promote brand image, customer
patronage, sales, and marketing performance,

The tzlecommunication industry has, however, drowned the minds of potential and actual
subscribers of their services with tricks to retain them to keep patronizing their services and
preventing them from defecting to competitors. Theories on communication and customer
retention have been developed to explain how an integrated marketing communication
approach has reduced the rate of defection among customers. Reichheld, (1990) affirms that
customer retention, increases customer net present value by over 25%, integrated marketing
communication tools are used to communicate to customers (actual and potemtial) about a
firm offerings through several strategic media platforms to acquire, grow and retain them in
value over time.
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The telecommunication industry in Nigeria is faced with very intense competition with MTN
as one of the major players in the industry. They design offers and promote various types of
services and incentives to different market segments. This has triggered the rate of customer
switching action. Customers’ defection is a clear manifestation of mobile telephone
subscribers in Nigeria. (Aminu and liartini 2008), Customer retention has become successful
to a large extent due to the application of integrated marketing communication programs in

Nigeria.

Therefore, it is in light of the above that the researcher is looking into integrated marketing
communication: a tool for sustainable patronage in the Nigeria Telecommunication Industry.

Statement of the Problem

Recently, network subscribers in Nigeria have seriously been switching from one provider to
the other in the form of defecting. According to Reicheld (1990), brand defection accounts
for over 25 percent of the net present value to the receiving companies and 85 percent loss of
revenue to releasing companies. The major reason for this switching is not farfetched from
the issue or poor quality of service in conjunction with the discrepancies in the use of
integrated marketing communication tools to communicate product offerings to their

customers.

Integrated marketing communication requires a lot of effort, but it delivers many benefits to
organizations. Integrated marketing communication is very important as it creates a
competitive advantage, and boosts sales and profits through sustainable patronage stimulation
while saving money, time, and stress even though its running cost is high.

However, considering the cost, some organizations like to shy away from combining the use
of the elements in integrated marketing communication to communicate their products to
their potential consumers hence losing the benefits associated with the integration.

Again, several studies such as Shamout (2016); Egwuonwu, Adeniran, and Egwuonwu
(2017); Bhatti (2018); Tibebe and Ayenew (2018); Ezenyilimba, Mbah, and Eze (2019);
among others have conducted research on promotional mix and customer patronage.
However, to the best of the researcher’s knowledge, there is a dearth of resecarch on the
promotional mix and customer patronage among telecom subscribers in Kwara State, Nigeria.
This gap is been filled by this study by examining the impact of integrated marketing

communication on patronage.

Objective of the Study
The main objective of the study is to examine the impact of integrated marketing

communication tools on the sustainable patronage of MTN services in Nigeria

Hypothesis
There is no significant impact of integrated marketing communication on sustainable

patronage of MTN services in Nigeria.

Scope of the Study
The study will cover the MTN Nigeria subscribers in llorin South Local Government Area in

Kwara state. This local government area is preferred because of its proximity to the
researcher and the population consists of a mixed group of both the educated ones and the
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non-educated ones, even though more dominated by the elites. Also, the variables of the
study will be limited to, independent (advertising, personal selling, sales promotion, and
direct marketing) while the dependent variable is customer patronage.

The Significance of the Study

This study will help policymakers in the industry to know the integrated marketing
communication elements that woo their subscriber most and know how to determine their
advertising budget to encourage more patronage of their services.

Also to the society at large, when patronage is been sustained, sales will increase and profit
will shoot up, hence, there will be room for expansion which will lead to the creation of
employment and improvement in the economy of the nation.

It will also serve as a reference point for further research work.

Literature Review

Conceptual Review

According to Al-Qeedaa (2019), integrated marketing is an approach to marketing
communication that harnesses the individual potential of all promotional tools in a firm's
promotional mix in concert with any other marketing strategy to maximize the chances of
realizing the promotional objectives of the firm. Instead of developing separate messages,
contents, and appeals for each promotional tool as would be obtained in the traditional form
of communication; an integrated marketing strategy develops a unified, consolidated, and
coherent promotional campaign that is executed across all the promotional channels at a
firm's disposal simultaneously such that the target audience obtains a unified message
without equivocation or ambiguity. This builds customers' trust, prevents customers'
confusion, and unequivocally delivers a firm's messages to the target audience thercby
maximizing the probability of eliciting desired responses from consumers.

There is growing evidence that IMC results in a strong positive impact on brand and financial
performance (Luxton et al., 2015; Porcu, et al. 2017). IMC according to the Chartered
Institute of Marketing (CIM, 2012), is defined as a strategic approach to management of
marketing communications activities in an organization. Lamb et al (2012) also argue that
IMC is the systematic coordination of all sales programs, primarily in media, advertising,
promotion of sales and personal selling, and public relations as well as other forms of
communications. Porcu et al. (2012) on the other hand, define it as a concept that directs and
coordinates the process of planning, implementing, and supervising brand messages by which
brand-customer relationship is built.

In today's turbulent world, Eagle et al (2015) see integrated promotion mix as essential.
Using expert promotional integration, companies invest in corporate image advertising to
increase brand awareness through a single advertisement slot. Keller (2016) identified the
challenges facing customers as a result of the ever-growing choice of brand contact points
and suggested further customer/agency relationships

Integrated marketing communication (IMC) is how firms attempt to inform, persuade, and
remind consumers directly or indirectly about the product and brand that they sell (Kotler &
Keller, 2006). In the process of informing, persuading, and reminding customers of their
products, the customers will be stimulated in a way to keep making continuous patronage of
the product and then reach a level of loyalty.
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Accur-ding, to (Cheruiyot & Peter, 2016) integrated marketing communication is a strategy for
coorduml‘mg.. unifying, and bringing together all of a manufacturer’s or service organization's
communication messages, programs, and vehicles that impact customers or prospects.
Integrated marketing communication performs many functions for consumers. Consumers
can be told or shown why and how a service is used, by what kind of person, and where and
when consumer can learn about who the service providers are, what the company name
stands for and consumer can be given an incentive or reward for patronage (Stanly & Jobber,
2008). Integrated marketing communication (IMC) is concerned with the coordination of
marketing and promotional tools that effectively and consistently communicate with its target
markets (Esu, 2012).

M:fr!\'cling has shified its focus away from mass marketing to targeted marketing (Madie &
Peirie, 2006). This is a departure from the traditional marketing approach, which advocated
for the use of marketing mix and mass marketing to obtain market share dominance.

According to the American Association of Advertising Agencies (AAAA) integrated
marketing communication is a marketing planning concept that recognizes the value of a
comprehensive plan that evaluates the strategic roles and incorporates several communication
mixes (such as; advertising, direct marketing, sales promotion, and public relations) to give
transparency, uniformity and maximum communications impact (Adoyi, 2021).

Advertising
Riley (2016) observes that advertising is any paid form of communication from an identified

sponsor or source that draws attention to ideas, goods, services, or the sponsor itself. It is
directed toward groups rather than individuals, and it is usually delivered through media such
as television, radio, newspapers, and, increasingly Internet. As a popular promotional
strategy, advertising has been confirmed to possess the capacity to improve brand awareness,
customer patronage, sales volume, and overall performance of business organizations

(Gbandi & Kadiri, 2015).

Sales Promotion
Over the years, sales promotion has proven to be an efficacious and efficient promotional tool

for substantially and rapidly enhancing sales and overall marketing performance over the
short term. Various sales promotional methods such as discounts, premiums, samples,
bundles, bonus packs, and coupons have been applied by business organizations around the
world to substantially increase customer patronage and sales performance (Abimbola, Abioro

& Okeowo (2020).

Ofosu-Boateng (2020), posits that marketers use sales promotion tools to draw a stronger and
quicker buyer response, including short-run effects such as highlighting product offers and
boosting sales. Sales promotions are instruments that stimulate the sales of products and
brands, especially in consumer-packaged goods. Sales promotions are short-term promotional
offers to promote the selling or purchase of a product (Okyere, Agypong & Nyarku, 2011)
including free presents, cash-off vouchers, product samples, and so on. According to Aliata et
al. (2012), there is a statistically important linkage between promotion, sales, and
performance. They confirm that the promotion of sales increased brand love, thus improving
brand performance and high profitability. Nevertheless, research has not shown how sales
promotion strategies can improve sales performance.
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Public Relation

AC(.:OI'EiiI‘Ig to Ngwenya (2015), public relations have existed since the 20th century, and the
main job is to inform, persuade, and integrate the public into early socicty. Mubushar er
al. (%013) were of the view that an increasing number of organizations are using public
relations to communicate with their audiences about the organization and brands. Public
relations involves building good relations with the company's numerous publics by gaining
favorable publicity, building up a good corporate image, and handling unfavorable rumors,

stories, and events It includes press relcases, sponsorships, special events, and other forms
(Belch and Belch, 2007; Kotler and Keller, 2012).

In the view of Stobber (2011), public relations are the management of communications and
relationships to establish goodwill and mutual understanding between an organization and its
public. Ebitu (2012) perceives public relations as a systematic effort by an organization to
identify, create, promote, and sustain a favorable relationship, understanding, and goodwill
capable of portraying the organization in a good light with its public.

Public relations strategies (such as community development, corporate philanthropy, media
relations, customer relations, sponsorships, events, etcetera) have been used by companies to
create and maintain a positive corporate image and to obtain the goodwill of the public, all of
which facilitates the acceptance of their offerings by the target audience, hence effectively
accelerating their marketing performance (Abu-Jamul, Mustapha & Hussein, 2018).

Personal Selling

Another element of the marketing communication mix (MCM) is personal selling, which is
the personal presentation by the firm’s sales force to make sales and build customer
relationships (Porcu et al. 2012; Kotler & Armstrong, 2010; Rawal, 2013). According to
Manisha (2012), personal selling is suitable for winning new customers, though it is equally
suitable for delivering services to the expectations of existing customers.

Okyere et al. (2011) also argued that this two-way contact practice enables the seller to
recognize and customize the sales presentation in light of this experience to identify the
unique needs and challenges of the customers. It links the needs of the company to the wishes
of its clients, hence completing the transaction is a personal obligation to sell (Kotler and
Keller, 2012; Dmour et al., 2013).

Direct Marketing

Direct marketing is defined as direct connections with targeted individual customers to obtain
both an immediate response and cultivate long-lasting customer relationships. It is often
referred to as direct mail or as dialogue marketing, personal marketing, and database
marketing (Bird, 1989; Kotler and Armstrong, 2012). According to Sellahvarzi, Mirabi &
Parizi, (2014), due to the rapid growth in both communications technology and the
introduction of direct marketing, the overall nature of marketing communication changed.

Patronage

The sole purpose of every business is to "Create clients” (Drucker, 1973 as cited in Ogwo &
Igwe, 2012), Ogwo and Igwe (2012) opined that the only economic and social justification
for the existence of any business is to create customer satisfaction. The importance of the
customer and customer patronage is so germane. It includes financial and non-financial
dimensions. Various studies have been carried out on what influences or impacts on level of
customer patronage. They include the firm's capability, product or service attributes,
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economic situation, political forces, social and psychological factors, situational, competition,
and marketing mix programs (Schiffman & Kanuk 2009 as cited in Ogwo & Igwe, 2012;
Kotler and Keller 2006). Experience shows that defining and measuring patronage is a
difficult task. Attitude and actual usage patronage have been used as measures of customer
patronage (Ogwo &lgwe 2012). Dick and Basu (1994) precisely suggested that favorable
attitude and repeat purchases were prerequisites to defining patronage. Intention to use is
defined as a specific desire to continue a relationship with a service provider (Czepiel and
Culmore, 1987 as cited in Ogwo &Igwe, 2012).

Theoretical Review
The study will be based on the AIDA Model and the Hierarchy of effect theory

AIDA Model

AIDA is one of the communication models used by companies to facilitate their product and
service delivery. The model was an carly attempt to explain how the potential audience of
publicity could pass several steps and the main one was attention. It was developed in 1925
by Elie St. Elme Lewis who was a publicity and sales pionecr and thought it was cffective if
an ad contained the four qualities. Palmer (2005) assumes that the message is delivered in
line with an easy model: promoting prospective attention; interest prospects for a product;
prompt desire prospects, and action from the perspective.

The model suggests that customers react in cognitive, affective, and conative sequences to
sales information. The sales officer first takes care of the salespeople, welcomes them, visits
them, or promotes them through sales. Then, reliable marketing, display, or publicity created
by this product by showing how the products can satisfy the desires of the customer. Finally,
it is possible to use a single sales strategy to encourage purchases (Lamb et al, 2012).

The Hierarchy of Effects Theory (HET)

Brand awareness is defined as the extent to which a product or service can be recalled. If a
person is unable to recall a product or service, he can't buy it. This argument is parallel to the
premise of the Hierarchy of the Theory of Effects (HET). Lavidge & Steiner, founders of the
brand HET, (1961), said buying a brand is the last of six steps in which customers decide to
consume the brand.

The HET contends that being aware of the service or product is the foundation of a purchase.
Madhavaram, Badrinarayanan, and Mcdonald (2005) have opined that this kind of awareness
might not necessarily be ‘being aware of the specific service'. Rather, it could be as good as
being aware of the service provider such as a bank, telecommunication industry, cte.

For the HET, "knowledge" of a product is of greater significance than "awareness” of that
product. The reason is that knowing a product takes the individual closer to making a
purchase; thus, knowledge of the product is associated with a deeper understanding of brand
characteristics. It is based on this knowledge or understanding that the customer begins fo
"ike' the service or brand afier gaining knowledge of it.

The HET is probably the most logical and important when 'preferences’ come into play in its
fourth stage. This stage describes the fact that customers compare the value of one brand to
another because they understand the value of this brand. In a competitive situation, many
more brands can be compared, and it is reasonable for the one known to give the best value to
their customers.
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The fi 2
inal sutii :*:;Sthc HET before [,‘I.Jﬂ‘.hbts are "conviction”. At this stage, individuals

umilli" ml sire 1o purchase the service of product. They do so cither by expressing

AENESS 10 acquire it if need be or sampling it. Sampling the service enables the indiv idual
to venly its value as communicated by the firm. :
The last phase of HET before purchase is ‘conviction.” At this point, people show the will to
p\n';‘hm: the service or product. Either through their willingness to acguire it or by sampling
i, if necessary. Sampling the service enables the person to verify their value as reported by
the company. ¢

Pwthise:s are the pnmx\ ways customers make brand quality perceptions. The HET
explains that awareness is the beginning of the process in which customers make a purchase.

Empirical

Abimbola. Abioro, & Okeowo (2020) carried out a study on Promotional Mix and Customer
Patronage: A Study of Telecom Subscribers in Lagos and Ogun States, Nigeria. The main
objective of the study was to examine the effect of promotional mix (advertising. sakes
prometion. public relations, personal selling, and direct marketing) oa customer patronage
among telecom subscribers in Lagos and Ogun States, Nigeria. A sunvey research design was
used for the study. Data was collected through the use of a questionnaire. Descriptive
statistics was used to analyze the respondents’ biodata while multiple regression analysis was
used to test the hypothesis formulated. The findings of the study revealed that advertising.
sales promotion, public relations, personal selling. and direct marketing had significant
effects on customers’ choice of mobile telecommunication networks in Lagos and Ogun
States, Nigeria.

Nkana and Dafiovo (2015) carried out a study on integrated marketing communications and
consumer patronage of Etisalat products in Uyo, Nigeria. The research technique employed
was the survey method, while the instruments for data collection were the questionnaine
interview schedule. A sample of 388 respondents was drawn from five different zones across
Uyo metropolis out of the 81,546 subscribers. The cluster and purposive sampling methods
were employed. while the Cronbach Alpha statistical tool was used to establish reliability
with 2 cocfficient of 0.73. Findings show that Etisalat Nigeria was fully involved in
integrating the five major tools of Integrated Marketing Communications 10 ¢reale awareness
and influence patronage of the network in Uyo. Results also indicate that subscribers of
Etisalat Nigeria in Uyo are satisfied with the promeotional activities of the network and rate it
above those of competitors.

However, sales promotion and advertising influenced patronage most among the five tools
under study. It was concluded that Etisalat Nigeria has influenced patronage of the network
by integrating these marketing communications tools, though other factors such as
recommendations from friends and family, and low taniffs also influenced patronage to an
extent. Consequently, it was recommended that Etisalat Nigeria should continue with
Integrated Marketing Communications with a special focus on sales promotions and
advertising as well as investing in word-of-mouth advertisement. Moreover, prometional
promises should be kept in full to encourage trust and by extension. loyalty in patromage

among customers.
Enitilo, Ajayi. and Famuagun (2017) evaluated the effect of promotional activities on
customer patronage of insurance firms in Ado-Ekiti Metropolis, Ekiti State, Nigeria. The
study employed a survey research design. The respondents comprised customers of ten
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_— 1;.:(‘ VPOLhes I\:_muam\t Results of the sty indicasad that madia advertiving.
B pﬂwml selling, and dinect marketing have a sigmifant SRR On Qusioemer
patvasse of selectad imsurance fioms i Ade-FRit Mezopolsy FAiti State, Ngenia

(Kehinde, 2009) carried out a stady & investigate integratod marketing dvmmERKATR o8
consumer paronage of Deverage produsts ia Nigeria. The coal of e study was 1 s¢ how
IMC a}?mts consumer patroasge of Nigorian Beverage provdss. e -.md\ mtondd N
determing the kvel of understanding and sppinaton of IMC by Nigenan Beverage
communication institutions among other things. The rescarch adopted a sunvey design and
data for the study was obtained through 2 straciunad | QUESTIRNAIR. Correlativa and
Kruskalwallis oneway analysis were wsod to amahoe the data The fimding showad that
respoadents valuod the inherent advantage tat the wtilisation of wtegrarnd marketing
communication offers over B e of (the traditional methad) Such henetit nchades oot
savings, effective and officient markeling Comme cation meossage, sastainad kag-term
clicntcustomer relativaship betwr SOSUMST PATTOOAST ETOaEt others.

Methodology

Rescarch Design _

The study adoptad the sunvey design methad cohance a comprehensive wnderstanding of
the active variables in the research work bevause the qualiative rescarch design helps
repoet the situaton axactly the way s

Population of the Study )
The population of the sudy comprises all MTIN subscribers in Lo South Leal
Government Arca, Kwara Sraze. This stady arva was chosen by the rescarcher for the reason

of accessidility fo the arva couplad with the fact that they also have MIN offices around the

&N

Sampling Technique and Sample Size
The population of customers of MTN services in the arca of coverage is nfinie theretone,

Cochran's (1977) formula for determining a large populaton sample siw was emplyad

calculating the sample size. The formula is shown below?

. Im
pE
Given:
o0 = sample size, Z = valwe of the normal cunve that cuts off an arca @ at the tails (1 - @

 the desined coafidence level. &g 93 percent), ¢ = the dosired kvel of procswa, p =
the estimated proportion of an anribute that is preseat in the population, and @ = 1-p
Therefore, the customer’s sample size for the study at 93 per cent conlidence kevel and 1 per
cent precision is symbolizad by: Z = 1.96, p = 0.5 (maximum variabiliny assumad sinee actual
variability in the proportion i not known). = 0.5.¢ = 005
Therefore, the sample size for the customers bovome
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no = (1.96)%(0.5)(0.5) = 3.8416(0.25) =

. 0.9604 = 384 respondents (customers)
(0.05) 0.0025

0.0025

Sample size= 384

Validity and Reliability

Content validity was employed to validate this study. Cronbach’s Alpha coefficients of
reliability with (0.70) as the benchmark; as recommended by (Nunnally, 1978) was calculated
to ensure the reliability of the result after a pilot survey.

Method of Data Collection

The questionnaire was used in collecting data from the selected respondents; the
questionnaire was self-administered and retrieved to get a high and quick responsc from
respondents and to be able to tackle any form of problem that may arise in the process of
administering, filing, and retrieving the questionnaire. A self-designed questionnaire with
items rated on a S-point Likert scale of agreement extending from strongly agree, agree,
undecided, disagree, to strongly disagree, was used in generating data relating to the use of
integrated marketing communication by MTN Nigeria(a determinant factor) and customer
patronage( dependent variable).

Method of Data Analysis
Regression via the SPSS package was used in analyzing the data, and hypotheses were tested
at the 0.05 significance level.

Data Analysis and Interpretation

Data gathered from the respondents were presented and analyzed and the hypothesis was
tested at a 0.05significant level using regression analysis. The results werc interpreted about
the objectives of the research.

Hypothesis Testing
HO: There is no significant impact of integrated marketing communication on patronage

Table 1.1 Model Summary

Std. Error of the
Model R R Square Adjusted R Squarc | Estimate
1 .596° 356 .349 26646

a. Predictors: (Constant), Direct marketing, Personal selling, Advertising, Sales promotion

The model summary in Table 1.1 shows R to be (0.596)60% meaning there is a relationship
between the dependent and the independent variables and R? is 0.356; meaning that 36% of
customer patronage (dependent variable) is been influenced by the independent variables and
the remaining 64% are caused by other variables that are not captured into the study,

Table 1.2 ANOVA®
Sum of
Model Squares df Mean Square | F Sig.
1 Regression | 14.699 4 3.675 51.758  |.000°
Residual 26.626 375 071
Total 41.325 379
343
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a. Dependent Variable: Customer patronage

b. Predictors: (Constant), Direct marketing, Personal selling, Advertising,

Table 1.2 shows the ANOVA result which reveals a significant p-value
than the alpha value of 0.5. This implies that the model is fit,

Sales promotion

of 0,000 which is less

Table 1'3 Cocfficients’
Unstandardized Standardized
Coelficients Coefficients
Model B Std, Error | Beta [ Sig.
1 (Constant) 1,368 132 10,350 000
Advertising 476 048 447 9,937 000
Personal selling |.223 064 151 3.492 001
Sales promotion |.164 048 167 3.442 001
VAT -133 069 505 10599 [.000
marketing

a. Dependent Variable: Customer patronage

an overall significance of 0.000

The coefficient table 1.3 reveals
is implies that there is a signi

level of 0.5 significant level. Tl
marketing communication on customer patronage;
and the alternative hypothesis is accepted.

The individual significance
selling, sales promotion, and direct marketing
0f 9.937, 3.492, 3.442 for advertising, personal
the reason for the decision.

Again, the Beta value of .447, .151, .167
promotion implies that an increase in advertising, pe
45%, 15%, and 17% increase in patronage respectively.

selling, and sales promot

However, even though direct marketing has a significant effe
reveals a negative t-value between direct marketing and patronage
value meaning an increase in this variable will hurt patronage.

Discussion of Findings

The result of the hypothesis was tested and T'able
patronage is caused by the integ
personal selling, sales promotion, and direct marketing).
revealed that the model is fit, and the overall significant v
significant level of 0.000 which is |
significant effect of integrated m
selling, sales promotion, and direct marketi
Abimbola, Abioro, & Okeowo (2020), and Enitilo, Ajayi, and Famuagun

Conclusion and Recommendations
This study assessed integrated marketing communica
in the telecommunication industry, The study thus,

344

therefore, the null hypothesis is

which is less than the alpha
ficant effect of integrated
rejected,

level of 0.000, 0,001, 0.001; and 0.000 for advertising, personal
respectively coupled with the positive t values

jon further buttressed

(2017).

tion as a tool for sustainable patronage
reported on how advertising, personal

for advertising, personal selling, and sales
rsonal selling, and promotion led to a

ct on patronage, Table 1.3
and also a ncgative beta

1.1 reveals ¥ = 0.356 meaning 36% of
rated marketing communication elements (advertising,
The ANOVA in Table 1.2 also
alue in Table 1.3 reveals a
ess than the alpha level of 0.05; this implies that there is a
arketing communication clements(advertising, personal
ng) on customer patronage. This is in line with
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selling, sales promotion, and direct marketing can help in enhancing the sustainability of
customer patronage. The result of the study therefore, reveals a significant cffect of integrated
marketing communication as a tool for sustainable patronage which implics that a positive
change in integrated marketing communication elements will lead to 2 positive change in
customer patronage and vice versa except in the case of direct marketing where there was an
inverse relationship.

The study based on this conclusion thereby, recommends that the telecommunication
industry, especially MTN the case study, should keep improving on how they engage the use
of the integrated marketing communication element in influencing sustainable patronage for
their product.

Also, the telecommunication industry should always engage in the use of integrated
marketing communication tools continuously and not make it a once-in-a-blue-moon affair to
aid the sustainability of their patronage.

However, for further research, it is recommended that other elements in integrated markeling
communication be included to know how the total integration of such elements can aid
sustainable patronage.

References

Abimbola, O., Abioro, M., & Okeowo, E. (2020). Promotional mix and customer patronage:
A study of telecom subscribers in Lagos and Ogun States, Nigeria. Covenant Journal of
Business & Social Sciences, 11, 80-106.

Abu-Jamul, R., Mustapha, H., & Hussein, J. (2018). Effect of marketing communications on
the performance of hotel organizations in Beirut. Global Journal of Hospitality and
Travel Management, 18(6), 19-31

Adoyi, J. (2021) “Impact of integrated marketing communications on the companies’ sales
performance” (MSC edition). University of Nigeria. 1-90, products (Ph. D dissertation).
Covenant University, 1-89

Aliata V. L., Odondo A. J., Aila F. O., Ojera P. B,, Abong’o B. E., Odera O,, (2012)
Influence of Promotional Strategies on Banks Performance. International Journal of
Business. Human Technology, 2(5), 169-178.

Belch & Belch. (2007). Advertising and Promotion: An Integrated Marketing
Communications Perspective. McGraw-Hill Irwin.

Bhatti, A. (2018). Sales promotion and price discount effect on consumer purchase intention
with the moderating role of social media in Pakistan. International Journal of Business
Management (Seiersberg), 3(4), 50-58.

Bird B. (1989). Implementing entreprencurial ideas: the case for intentions. Academy of
Management Review, 13(3), 442-454. 10.5465/amr.1988.4306970

Cheruiyot, R. S., & Peter, P. W. (2016) “Integrated Marketing Communication and
Performance Of Kenya Post And Savings Bank”™ Social Sciences, 5( 3), 37-49.

345


https://v3.camscanner.com/user/download

Strategic Management Practices and Sustaina ble Development in a Global F conomy

Dmgl;'r.lz‘:.lZu‘bi M. F. Al-Zu’bi M. F, Kakeesh D. (2013). The Effect of Services Marketing
1X Liements on Customer-Based Brand Equity: An Empirical Study on Mobile Telecom

?;f\’zigc Recipients in Jordan. International Journal of Business and Management, 8(11),

Eagle. (ZOI.S). Integrated marketing communications and social marketing.Journal of Social
Marketing, 5(3), 226-240. 10.1108/JSOCM-07-201 2-0031

Ebitu, E T._ (2012). Marketing communications: An integrated approach (1st Ed.). Calabar:
University of Calabar Printing Press

Egwuonwu, .T' K., Adeniran, J. A., & Egwuonwu, C. O. K. (2017). Integrated marketing
communications and customer loyalty in Nigeria’s teleccommunications industry.
International Business and Management, 14(2), 18-28.

Enitilo, O., Ajayi, I. E., & Famuagun, F. Y. (2017). Influence of promotional activities on
consumers’ patronage of insurance business in Ado-Ekiti Metropolis, Nigeria.
International Journal of Economics, Commerce, and Management, 5(1), 414-436.

Esu, B. B. (2012) “Introduction to marketing” Jorchrisam publishers (2nd edition) Calabar,
10-80

Ezenyilimba, E., Mbah, C. C., & Eze, J. O. (2019). Effect of sales promotion on customer
patronage of alcoholic beverages in Aguata Local Government Area. International
Journal of Research in Management Fields, 3(4), 32-42.

Gbandi, E. C., & Kadiri, P. A. (2015). Advertising and customer patronage of commercial
road transport services in Benin City. Nigeria Journal of Business Administration, 13(1),

78- 104

Kehinde, O. J. (2009) “Integrated marketing communication and patronage of Nigeria
Beverage

Keller K. L. (2016). Unlocking the power of integrated marketing communications: How
integrated is your IMC program? Journal of Advertising, 45(3), 286-30l.
10.1080/00913367.2016.1204967

Kotler P, Armstrong G. (2012). Principles of Marketing (14th ed.). Pearson Education
Limited.

Kotler P. Keller K. L. (2012). Marketing Management (14th ed.) Prentice Hall.
Kotler, P. Keller, C. (2006) “Marketing management” Nepal: Prentice Hall, (12th edition).

Lamb C. W. And Low G. S. (2012). The measurement and dimensionality of brand
associations, Journal of Product and Brand Management, 9, 350-368.

346

§

CamScanner



https://v3.camscanner.com/user/download

Proceedings of the 2nd Uniben Fooufty of Monogement Scences interngtional Conference

Luxton S. Reid M. Mavondo F. (2015). Integrated marketing communication capability and
brand performance. Journal of Advertising, 44(1), 3744
10.108000913367.2014.934938

Madie, B. Y. & Peirie, P. (2006) "Relationship marketing: concepts and practice.
International Journal of Management and Business Review, .2(1) 50-35,

Madhavaram (2003). Integrated Marketing Communication (IMC) and Brand ldentity as

Critical Components of Brand Equity Strategy. Jownal of Advertising, 344). 69-80.
10.1080:/00913367.2005.10639213

Mubushar, (2013). The Effect of Integrated Marketing Communication on Cusiomer-Based
Brand Equity With Mediating Role of Corporaie Reputation in Cellular Industry of
Pakistan. Global Jowrnal of Management & Business Research Marketing, 13(6)

Ndizera. V. (2018). Integrated marketing communication for tourism and hospitality: A cas¢
of selected star and non-star category Rwandan hotels. Hospitality Frontiers, 3(1). 36- 51

Ngwenya. S. (2015). The effectiveness of promotional activities carried out by higher and
Tertiary institutions on students’ choice of university. Academic Press.

Nyambura, M. R. (2018). Influence of integrated marketing communication on performance
of hotels in the hospitality industry: A study of small catering firms in Kenya. Jownal of
Tourism and Hospitality Marketing. 17(9), 104-118

Ofosu-Boateng, 1. (2020). Effect of Sales Promotion znd Relationship Marketing on
Customers’ Retention in the Telecommunications Industry in Accra, Ghana. British
Journal of Management and Marketing Studies, 37-534.

Okyere Agyapong G. K. Q. & Nyarku K. M. (2011). The Effect of Marketing
Communication on the Sales Performance of Ghana Telecom. International Journal of
Marketing Studies, 3(4), 50-62. 10.5539/ijms.v3n4p30

Palmer A. (2005). Principles of Service Marketing (4th ed.). McGraw Hill Education.

Porcu L., Del Barrio-Garcia S. & Kitchen P. (2017). Measuring integrated marketing
communication by taking a broad organizational approach: The firm-wide IMC scale.
European Journal of Marketing, 51(3), 692-718. 10.1108/EJM-08-2015-0587

Porcu L. del, Barrio-Garcia S., & Kitchen P. ). (2012). How Integrated Marketing
Communications (IMC) work? A theoretical review and an analysis of its main drivers
and effects. Comunicacion y Sociedad, 25(1), 313-348.

Stanly, G. Jobber, P. (2008) Strategic Marketing Communication™. Macmillan Press. New
York: 40-70,

Sellahvarzi M., Mirabi V. R., Iran & Nejad Parizi M., (2014). A study on the effects of
marketing communication using integrated marketing communication. Management
Science Letters, 4(T), 1415-1420. 10.5267/j.ms1.2014.6.027

347

(%] CamScanner


https://v3.camscanner.com/user/download

Strategic Management Practices and Sustaimable Development in @ GRobal Eaamemy

Seric, M., Gil-Saura, 1, & Ozretié-Doden, D, (2015). Insights on integrated ::um-l;na'
communications: Implementation and impact in hotel companies Intermational Jowrnal of
Contemporary Hospitality Mamagement, 8(2), 7889

Shamout, M. D, (2016). The impact of promational tools on consumer buy ing N!:“ s
retail market, Iternational Jowrnal of Business and Social Science, 71, 7383,

Tibebe, G., & Ayenew, T, (2018). The effectiveness of integrated marketing ‘.‘.'"""l."".ca"lo“
for high involvement product purchase decision: In the case of University of Gondar
employees,

348

(%83 CamScanner


https://v3.camscanner.com/user/download

